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As a Muslim, it is compulsory to find halal food. This is because food is the main 
sources for spiritual and physical formation as a human.  Thus products or foods that 
are produced in line with halal prescriptions are readily acceptable by Muslim 
consumers as well as consumers from other religions. For a Muslim consumer, halal 
foods and drinks means that the products have met the requirements laid down by the 
Syariah law whereas for a non-Muslim consumer, it represents the symbol of hygiene, 
quality and safety product when produced strictly under the Malaysian Standard of 
Halal Food (MS1500:2009). To ensure the food is halal and meet the standard made 
by Jakim, there are several factors that need to be emphasized. The study was carried 
out at cafeteria’s operators at UUM Sintok. There are three factors that are believed to 
influences the standard of halal food in UUM, which are trustworthiness (Status Halal), 
food safety and personal and societal behaviour. This study is a quantitative research 
by using a questionnaire that involves the study sample consisted of 103 respondents. 
The methodology used in this research is statistical analysis descriptive and inferential 
that involves the use of frequencies and percentages for analysing the demographics 
of respondents, independent t-test samples, the test of one-way ANOVA, Pearson 
correlation analysis and multiple regression analysis. Overall, the findings based on 
the analysis of Multiple regression analysis test found that food safety and 
trustworthiness (Halal Status) are the most influences that effect the MS1500:2009. 
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Sebagai seorang islam, mencari sumber makanan yang halal sangat dituntut dalam 
islam.  Hal ini kerana makanan merupakan sumber utama pembentukkan rohani dan 
jasmani seseorang manusia itu. Oleh itu produk atau makanan yang dihasilkan sejajar 
dengan preskripsi halal sedia diterima oleh pengguna Islam dan juga pengguna 
daripada agama-agama lain. Bagi pengguna Muslim, makanan dan minuman yang 
halal bermakna bahawa produk tersebut telah memenuhi keperluan yang ditetapkan 
oleh undang-undang Syariah manakala bagi pengguna yang bukan Islam, ia mewakili 
simbol kebersihan, kualiti dan keselamatan produk apabila dihasilkan sepenuhnya di 
bawah jaminan Standard Malaysia Makanan Halal (MS1500:2009. Untuk memastikan 
makanan itu halal dan memenuhi piawaan yang telah ditetapkan oleh pihak Jakim, 
terdapat beberapa faktor yang perlu diberi penekanan. Kajian ini telah dijalankan 
keatas pengusaha kafeteria di UUM. Terdapat tiga faktor yang dipercayai 
mempengaruhi standard makanan halal di UUM, antaranya amanah (Status Halal), 
keselamatan makanan dan tingkah laku peribadi dan masyarakat. Kajian ini 
merupakan kajian jenis kuantitatif dengan menggunakan soal selidik yang melibatkan 
sampel kajian terdiri daripada 103 responden. Metodologi kajian yang digunakan 
dalam kajian ini adalah kaedah analisis statistik deskriptif dan inferensi yang 
melibatkan penggunaan kekerapan dan peratusan bagi menganalisis demografi 
responden, ujian sampel t-bebas, ujian hubungan satu hala ANOVA, analisis kolerasi 
Pearson dan analisis regrasi berganda. Keseluruhan hasil dapatan kajian berdasarkan 
analisis ujian Analisi Regresi Linear Berganda mendapati keselamatan makanan dan 
amanah (Status Halal) telah mempengaruhi Standard Malaysia Makanan Halal 
(MS1500:2009). 
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CHAPTER 1  
INTRODUCTION 
1.1 Introduction  
 
This is a study on the relationship between determinant factors of MS15002009: 
trustworthiness (Halal status), food safety at personal and societal behaviour at 
cafeteria’s operators in UUM. It is intended to examine which factor or component 
will have an impact on the standard of MS1500:2009. 
 
All Muslims must ensure that whatever they eat, practice and buying are compliant to 
syariah because it gives them a sense of safety. Therefore, the industry in halal food 
is very important to Muslims around the world. The halal industry also gives many 
contributions to the growth of the economic and also to the development of society. 
The halal concept refers to the way of manufacturing goods and services that are 
accordance to the Islamic law or syariah. Therefore, the halal food industry is very 
important for Muslims in order for them to ensure that the foods they eat every day are 
compliant with syariah. 
 
Halal is a unique Islamic concept. Based from Shafie and Othman (2006), the concept 
of halal is not just for food only but also an integral to the Islamic way of life. Besides 
that, the Islamic rules and manners also reflect the Islamic ideas and values by 
overseeing the individual Muslims (Al-Harran and Low, 2008). According to Chang 
(2006), the certification of halal as a benchmark for quality, hygiene, and safety. 
Moreover, it also follows the Syariah (Islamic law). 
The contents of 







Abdul, R. A. & Ahmad, N. B. (2014). People’s awareness on Halal foods and products: 
Potential issues for policy makers. Procedia-Social and Behavioural Science, 
3,121. 
Ahmad Rafiki. (2014). Determinants on the obtained of Halal certification among 
small firms. World Applied Sciences Journal.  32(1), 47-55. 
Ahmed, A. (2008). Marketing of Halal meat in the United Kingdom-supermarkets 
versus local shops.  British Food Journal, 110(7). 
Aida, A.A., Y.B.C. Man, A.R. Raha & R. Son, 2007. Detection of pig derivatives in 
food products for Halal authentication by polymerase chain reaction-restriction 
fragment length polymorphism. Journal of the Science of Food and 
Agriculture, 87 (4), 569-572. 
Aidaros, H. (2005). Global perspectives - the Middle East: Egypt. Review scientific et 
technique - office international, 24(2), 589-596. 
Ajzen, I., Fishbein, M (1980). Understanding attitude and predicting social behaviour, 
Eaglewood-Cliffs, NJ: Prentice Hall 
Ajzen,I. (1991). The theory of planned behaviour. Organizational Behaviour and 
Human Decision Processes,50(2),179-211.  
92 
 
Alam, S. & Sayuti, N. (2011). Applying the theory of planned behaviour (TPB) in 
Halal food purchasing. International Journal of Commerce and Management, 
21(1), 8-20. 
Alba, J.W. & Hutchinson, J. W. (1987). Dimensions of consumer expertise. Journal 
of Consumer Research, 13(4), 411-454. 
Al-Harran, S., & Low, P. (2008). Marketing of halal products: The way forward. The 
Halal Journal, 42-44. 
Amjadi, K., & Hussain, K. (2005). Integrating food hygiene into quantity food 
production systems. Nutrition & Food Science, 35(3), 169-183. 
Ann, P., K. (2012). Applying Ajzen's Theory of Planned Behavior to a study of online 
course adoption in public relations education. Dissertations (2009 -). Paper 
186. http://epublications.marquette.edu/dissertations_mu/186 
Arif, S. & Ahmad, R. (2011). Food quality standards in developing quality human 
capital: An Islamic perspective. African Journal of Business Management, 5 
(31), 12242-12248. 
Awais Bhatti, M., & Veera Pandiyan Kaliani Sundram (2015). Business Research  
Bandura, A., (1977). Self- efficacy: Toward a unifying theory of behavioural change. 
Psychological Review,84 (2), 191-215. 
Bohari, A.M, W.H. Cheng & N. Fuad, (2013). The Competitiveness of Halal Food 
Industry in Malaysia: A SWOT-ICT Analysis. Malaysian Journal of Society 
and Space, 9 (1), 1-9.   
93 
 
Bonne, K. Vermeir, I., Bergeaud-Blackler, F. & Verbeke, W. (2007). Determinants of 
halal meat consumption in France. British Food Journal, 109 (5), 367-386.  
Bonne, K., & Verbeke, W. (2008). Religious values informing halal meat production 
and the control and delivery of halal credence quality. Agriculture and Human 
Values, 25, 35-47. 
Bonne, K., Vermeir, I. & Verbeke, W. (2009). Impact of religion on Halal meat 
consumption decision making in Belgium. Journal of International Food and 
Agribusiness Marketing, 21 (1), 5-26. 
Brewer, P.C. & Speh, T.W., 2000. Using the balanced scorecard to measure supply 
chain performance. Journal of Business Logistic, 21 (1), 75-93.  
Brucks, M. (1985). The effects of product class knowledge on information search 
behaviour. Journal of Consumer Research, 12 (1), 1-16. 
Buletin Jakim, JAKIM: Putrajaya, 2012. 
Chang, J. (2006). Malaysia exporter guide annual 2006. Kuala Lumpur: USDA 
Foreign Agricultural Service. 
Choo, H., Chung, J.E. & Pysarchik, D.T. (2004). Antecedents to new food product 
purchasing behaviour among innovator groups in India. European Journal of 
Marketing, 38 (5/6), 608-625. 
Cruz, M. A., Katz, D. J., & Suarez, J. A. (2001). An assessment of the ability of routine 
restaurant inspections to predict food-borne outbreaks in Miami-Dade County, 
Florida. American Journal of Public Health, 91(5), 821. 
94 
 
Dahalan, Z. (2008). Kecenderungan umat Islam terhadap konsep pemakanan halal: 
Kajian di UiTM Pulau Pinang [The tendency of Muslims toward halal food 
concept: A study in UiTM Pulau Pinang]. Paper presented at the ECER 
Regional Conference, Kelantan, Malaysia. 
Delener, N. (1994). Religious contrasts in consumer decision behaviour patterns: their 
dimensions and marketing implications. European Journal of Marketing, 28 
(5), 36-53. 
Dennis, M.J., 1998. Recent developments in food authentication. Analyst, 123 (9): 
151-156.  
Dimitrios, P., K., & Katerina, D. G. (2014). Critical factors, food quality management 
and organizational performance. Sciences Direct, 40, 1-11. 
Dindyal, S. (2003). How personal factors, including culture and ethnicity, affect the 
choices and selection of food we make. Internet Journal of Third World 
Medicine,1(2), 27-33. 
Dube, L., Renaghan, L. M., & Miller, J. M. (1994). Measuring customer satisfaction 
for strategic management. Cornell Hotel and Restaurant Administration 
Quarterly, 35(1), 39-47. 
Eagly, A.H. & Chaiken, S. (1995). Attitude strength, attitude structure, and resistance 
to change”, in Petty, R.E. and Krosnick, J.A. (Eds), Attitude Strength: 
Antecedents and Consequences,4, 413-432. 
95 
 
Essoo, N. & Dibb, S. (2004). Religious influences on shopping behaviour: an 
exploratory study. Journal of Marketing Management, 20 (1), 683-712. 
Froehle, T.B. (1994). Religious competition, community building, and democracy in 
Latin America: grassroots religious organizations in Venezuela. Sociology of 
Religion, 5 (2), 145-162. 
Fun, S.S. (2007). Managing halal quality in food service industry. Master thesis, 
University of Nevada, Las Vegas. 
Funston, J. (2006).  Malaysia. In Voices of Islam in Southeast Asia: A contemporary 
sourcebook.  
Gabriela, R., Nicoleta, S., Daniela, B., & Silvius, S. (2005). Food Quality and Safety 
Management System: A Brief Analysis of the Individual and Integrated 
Approaches. Scientifically Research Agro Alimentary Processes and 
Technologies, 1, 229-236.  
Galli, N. (1978). Foundations & Principles of Health Education. New York: Wiley. 
Ghadirian, P., Shatenstein, B. & Lambert, J. (1995). Food habits of French Canadians 
in Montreal Quebec. Journal of American College of Nutrition, 14 (1), 37-45. 
Gliner, J. A., Morgan, G. A., & Leech, N. L. (2009). Research Method in Applied 
Settings: An Integrated Approach to Design and Analysis. New York: Taylor 
& Francis Group, LLC. 
Hashim, P. (2004). Food hygiene: Awareness for food business. Standard & Quality 
News, 11, 6-7. 
96 
 
Hassan, W.M.W. & K.W. Awang, (2009). Halal food in New Zealand restaurants: An 
exploratory study. International Journal of Economics and Management, 3 (2), 
385-402.  
Hayat, M. A., Ahmad, N. S. & Zeeshan, H. (2014). Factors affecting halal purchase-
intention- Evidence from Pakistan’s halal food sector.  Management Research 
Review.  38 (6), 640-660. 
Johnstone, Ronald L. (1975). Religion and Society: The Sociology of Religion. 
Englewood Cliffs, NJ: Prentice-Hall. 
Karijin, B. Iris, V., Florence, B. B. & Wim, V. (2007). Determinants of halal meat 
consumption in France. British Food Journal, 109 (5), 367-386. 
Kartina, A.B. (2005). The production of meat in Malaysia- A halal perspective. 
http://www.ertr.tamu.edu/conferenceabstracts. [Accessed on 25th March 
2015]   
Kasmarini, B., Norliya, A. K., Siti, K. N., & Siti, Z. B. (2015). Understanding the halal 
concept and the importance of information on halal food business needed by 
potential Malaysian entrepreneurs.  International Journal of Academic 
Research in Business and Social Science, 5 (2). 
Keller, K.L., (2003). Brand synthesis: The multidimensionality of brand knowledge. 
Journal of Consumer Research, 29 (4), 595-600.  




Kotler, P. & Armstrong, G. (2006) Marketing: An Introduction, 11th edition, Prentice-
Hall, Upper Saddle River, N.J. 
L. A. Rahman, (2009). Isu Halal Tiada Penghujung, Alambaca Sdn Bhd and Pkpu, 
Jakim: Melaka, 1-7. 
Lada, S., Geoffrey, H.T. & Hanudin, A. (2010).  Predicting intention to choose Halal 
products using theory of reasoned action. International Journal of Islamic and 
Middle Eastern Finance and Management, 3 (4), 66-76. 
Lindenmayer, I. (2002). Implementation of the joint food standards code converting 
threat into opportunities. http://www.foodstandards.gov.au. [Accessed on 23th 
May 2015]. 
Linton, R. H., McSwane, D. Z., & Woodley, C. D. (1998). A comparison of 
perspective about the critical areas of knowledge for safe food handling in food 
establishments. Environmental Health, 60(8), 8-15. 
Liou, D. & Contento, I.R. (2001). Usefulness of psychosocial theory of variables in 
explaining fat related dietary behaviour in Chinese American: Association with 
degree of acculturation. Journal of Nutrition Education, 33 (6), 322-331 
Liow R. Jan, (2012). Marketing halal: Creating new economy, New Wealth. MPH 
Publishing. 




Martini, F., & Chee, W. T. (2001). Restaurants in Little India, Singapore: A study of 
spatial organization and pragmatic cultural change. SOJOURN, 16(1), 147-
161. 
Marzuki, S.Z.S., C.M. Hall & P.W. Ballantine, (2012). Restaurant managers' 
perspectives on halal certification. Journal of Islamic Marketing, 3 (1): 47-58.  
Masnono, A. (2005). Factors influencing the Muslim consumer’s level of confidence 
on Halal logo. Report by Department of Business Administration, University 
Sains Malaysia, Penang. 
Md Mizanur Rahman, Mohd. Taha Arif, Kamaluddin Bakar, & Zainab bt Tambi. 
(2012). Food Safety Knowledge, Attitude and Hygiene Practices Among Street 
Food Vendors in Northern Kuching City, Sarawak. Borneo Science. 
Mennell, S., Murcott, A. & Otterloo, V. A. (1992), The Sociology of Food, Eating, 
Diet and Culture, Sage, London. 
Meyer, L. S., Gamst, G., & Guarino, J. (2006). Analysis of variance designs: A 
conceptual and computational approach with SPSS and SAS. UK: Cambridge 
University Press. 
Mohamed Nasir, K., & Pereira, A. A. (2008). Defensive dining: Notes on the public 
dining experiences in Singapore. Contemporary Islam, 2, 61-73.   
Mohd Janis, Z. (2004). Halal food - production, preparation, handling and storage. 
Standard & Quality News, 11, 2-3. 
99 
 
Mohd Onn, R. A. P., Zuraini, M. I., & Khamis, M. N. (2009). Food safety attitude of 
culinary arts based students in public and private higher learning institutions 
(IPT).  International Education Studies, 2 (40).    
Mohd Rizuan, A. K. (2015). Environment Management Accounting (EMA) practices 
in halal food processing MS1500:2009. South East Asia Journal of 
Contemporary Business, Economics and Law, 7 (1). 
Mohd Yusoff, H. (2004). Halal certification scheme. Standard & Quality News, 11, 4-
5. 
Mortlock, M. P., Peters, A. C. & Griffith, C. (2000). A national survey of food hygiene 
training and qualification levels in the UK food industry. International Journal 
of Environmental Health, 10, 111-123. 
Muhammad, N.M.N., Isa, F.M. & Kifli, B.C., 2009. Positioning Malaysia as halal-
hub: Integration role of supply chain strategy and halal assurance system. Asian 
Social Science, 5 (7): 44-52. 
Muhammad, R. (2007). Re-branding halal. The Halal Journal, 32&34. 
Mukhtar, A & Butt, M. (2012). Intention to choose halal products: The role of 
religiosity. Journal of Islamic Marketing, 3 (2), 108-120.  
Mullen, T. (2000). Travel’s long journey to the web.  Internet Week, 103-106. 
Musaiger, A.O. (1993). Socio-cultural and economic factors affecting food 
consumption patterns in the Arab countries. Journal of the Royal Society for 
the Promotion of Health, 113(2), 68-74. 
100 
 
Nakyinsige, K., Man, Y.C., & Sazili, A.Q., (2012). Halal authenticity issues in meat 
and meat products. Meat Science, 91 (3): 207-214.  
Nasaruddin, R.R., Fuad, F., Mel, M., & I. Jaswir, I., 2012. The importance of a 
standardized Islamic Manufacturing Practice (IMP) for food and 
pharmaceutical productions. Advances in Natural and Applied Sciences, 6 (5): 
588-595.  
National Small and Medium Enterprise Development Council/SME (2006). Moving 
Forward. Chapter 8: potential growth areas for SMEs. Bank Negara Malaysia, 
http://www.bnm.gov.my/files/publication/sme/en/2006/chap_8.pdf (accessed 
July 6, 2008).  
Pettinger, C., Holdsworth, M. & Gerber, M. (2004). Psycho-social influences on food 
choice in Southern France and Central England. Appetite, 42(3), 307-316. 
Phau, I. & Teah, M. (2009). Devil wears (counterfeit) Prada: A study of antecedents 
and outcomes of attitudes towards counterfeits of luxury brands. Journal of 
Consumer Marketing, 26 (1), 15-27. 
Pilling, V. K., Brannon, L. A., Shanklin, C. W., Roberts, K. R., Barrett, B. B., & 
Howells, A. D. (2008). Food safety training requirements and food handlers’ 
knowledge and behaviors. Food Protection Trends, 28 (3), 192-200. 
Premkumar. G., Raniamurthy, K., & Saunders, C.S., (2005). Information processing 
view of organizations: An exploratory examination of fit in the context of inter 
organizational relationships. Journal of Management Information Systems, 22 
(1): 257-294.  
101 
 
Rahman, R.A., Mohamed, Z., Rezai, G., Shamsudin, M.N. & J. Sharifuddin, J., (2014). 
Exploring the OIC food manufacturer intention towards adopting Malaysian 
halal certification, 9 (5), 266-274.  
Rennie, D. M., (1994). Evaluation of food hygiene education. British Food Journal, 
96(11), 20-25. 
Rezai, G., Z., Mohamed & Shamsudin, M.N., (2012). Non-muslim consumers' 
understanding of halal principles in Malaysia. Journal of Islamic Marketing, 3 
(1),35-46. 
Riaz, M. N., & Chaudry, M. M. (2004). Halal food production. Boca Raton, Florida: 
CRC Press. 
Mukhtar, S., “Sijil halal jakim ikut ms1500,” Kosmo, pp. 54, 2009 
Sack, D. (2001), White bread Protestants, Food and Religion in American Culture, 
Palgrave, New York, NY. 
Salam, S.S.A. & Othman, M. (2014). Consumer disconfirmation of expectation and 
satisfaction with SMEs halal food products in Klang Valley, Malaysia: A 
theoretical framework. In the Proceedings of the 2014 International 
Postgraduate Research Colloquium, 13-19.  
Schiffman, L. & Kanuk, L. (1997), Consumer Behaviour, Prentice-Hall, Englewood 
Cliffs, NJ.  
Schiffman, L. G. & Kanuk, L. L. (2007).  Consumer Behaviour, Prentice-Hall, New 
Delhi, New Delhi. 
102 
 
Schneider, H., Krieger, J. & Bayraktar, A. (2011). The impact of intrinsic religiosity 
on consumers’ ethical beliefs: does it depend on the type of religion? A 
comparison of Christian and Moslem consumers in Germany and Turkey. 
Journal of Business Ethics, 2(2), 319-332. 
Sekaran, U., & Bougie, R. (2009). Research Methods for Business: A Skill Building 
Approach. United Kingdom: John Wiley and Sons Ltd. 
Shaari, J. A. N. & Mohd Arifin, N.S. (2009). Dimension of halal purchase intention: 
A preliminary study. American Business Research Conference, 28-29 
September, New York, NY. 
Shafie, S., & Othman, M. N. (2006). Halal certification: An international marketing 
issues and challenges. CTW Congress, 
http://www.ctwcongress.de/ifsam/download/track13/pap00226.pdf (accessed 
October 8, 2007). 
Shatenstein, B. & Ghadirian, P. (1997). Influences on diet, health behaviours and their 
outcome in select ethno cultural and religious groups. Nutrition, 14(2), 223-
230. 
Simmons Experian Research Services. (2007). Be Green, Be Aware, Be Green 
Aware. Retrieved from 
http://www.fusbp.com/pdf/BeGreenBeAwareBeGreenAware.pdf  
Simoons, F. J. (1994). Eat Not This Flesh. Food Avoidances from Prehistory to the 
Present. Madison/London: The University Wisconsin Press. 
103 
 
Sitasari, I. (2008). Consumer preferences and behaviour attributes Islamic credit card. 
Thesis Report, PSTTI-UI. 
Soderlund, M. (2006).  Measuring customer loyalty with multi-item scales: a case for 
caution. International Journal of Service Industry Management, 17 (1), 76-98.  
Steenkamp, J.B.E.M., ter Hofstede, F. & Wedel, M. (1999). A cross-national 
investigation into the individual and national cultural antecedents of consumer 
innovativeness. Journal of Marketing, 63 (2), 55-69.  
Steptoe, A., Pollard, T. & Wardle, J. (1995). Development of a measure of the motives 
underlying the selection of food: the food choice questionnaire. Appetite, 25 
(3), 267-284. 
Stork, M. (2004). A-Z Guide to The A hadith. Times Editions - Marshall Cavendish. 
Singapore. 
Talib, H.A., K.A.M. Ali & K.R. Jamaludin, (2008). Quality assurance in halal food 
manufacturing in Malaysia: A preliminary study. In the Proceedings of the 
2008, International Conference on Mechanical & Manufacturing Engineering, 
1-5.  
Tarkiainen, A. & Sundqvist, S. (2011). Subjective norms, attitudes and intentions of 
finnish consumerism buying organic food. British Food Journal, 39 (1), 399-
414. 




Tieman, M., (2007). Effective halal supply chains. The Halal Journal, 2 (2): 186-195. 
Utah, R., (2013). E-book IBM Statistics for Window Versi 21.0. Pejabat Teknologi  
Maklumat 19/02/2013. 
Verbeke, W. & Vackier, I. (2004). Profile and effects of consumer involvement in 
fresh meat. Meat Science, 67, 159-168. doi: 10.1016/j.meatsci.2003.09.017. 
Verbeke, W., & Vackier, I. (2005). Individual determinants of fish consumption: 
application of the theory of planned behaviour. Appetite, 44, 67-82. 
doi:10.1016/j.appet.2004.08.006. 
Verbeke, W., Vermeir, I., & Brunsø, K. (2007). Consumer evaluation of fish quality 
as basis for fish market segmentation. Food Quality and Preference, 18, 651-
661. doi:10.1016/j.foodqual.2006.09.005. 
Waarden, F. V. (2004). A treatise on taste, traditions, transactions, trust and tragedies. 
Paper presented at the European Food Regulation: The Politics of Contested 
Governance, University of California, Berkeley. 
Wahab, A. R. (2004). Guidelines for the preparation of halal food and goods for the 
Muslim consumers. Available at http://www.sudairy.com. [Accessed on 28th 
February 2015]. 
Wan Hassan, W. M., & Hall, C. M. (2003). The demand for halal food among Muslim 
travellers in New Zealand. Oxford: Butterworth-Heinemann. 
105 
 
Weaver, G.R. & Agle, B. R. (2002). Religiosity and ethical behaviour in organizations: 
a symbolic interactions perspective. Academy of Management Review, 27(1), 
77-87. 
Z. M. Janis (2004). Standardization for halal food. Standard and Quality News, 2(4), 
2-3. 
Zakaria, Z., (2008). Tapping into the world Halal market: Some discussions on 
Malaysian laws and standards. Shariah Journal, 16, 603-616. 
Zemichael, G., Mulat, G. & Zinabu, T. (2014). Food safety knowledge, attitude and 
association factors of food handlers working in substandard food 
establishments in Gondar Town, Northwest Ethiopia. International Journal of 
Medical and Health Sciences Research. 1(4), 37-49. 
Zurina, M. B. (2004). Standardization for halal food. Standards and Quality News, 
11(4). 
 
 
 
 
 
 
 
 
